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PROFILES 
IN  BUSINESS 


he  Massachusetts  Small  Business  Development  Center's  13th  service  year  was  itself  a  profile  in  success.  The 
achievements  featured  in  this  report  follow  from  a  unique,  highly  effective  network  of  partnerships  among  our 
funding  sources,  the  small  business  community,  and  a  consortium  of  colleges  and  universities. 


These  include  our  indispensable  relationships  with  the  U.S.  Small  Business  Administration;  the  Massachusetts 
Executive  Office  of  Economic  Affairs;  and  a  consortium  of  higher  educational  institutions  led  by  the  University  of 
Massachusetts  Amherst.  Equally  crucial  are  our  partnerships  with  the  business  community,  including  chambers  of 
commerce,  business  leaders,  and  most  importantly  our  clients  themselves. 

This  report  highlights  not  only  the  achievements  of  clients  and  their  MSBDC  counselors,  but  the  success  of  an  entire 
network  committed  to  providing  the  best  possible  service  to  the  Commonwealth's  small  business  community. 


HIGHLIGHTS— 1993 

•  assisted  nearly  7,000  businesses  and  individuals 

•  counseled  a  record-breaking  4,442  clients — an  increase  of  500  clients  or  13%  over  FY  1992 

•  held  136  training  programs  attended  by  2,563  participants 

•  assisted  a  record-breaking  696  manufacturers — an  increase  of  163  over  FY  92 

•  helped  raise  $9.47  million  for  clients,  a  360%  increase  of  $6.97  million  over  last  year's  total 

•  held  19  Partners  for  Trade  Executive  Seminars,  completed  by  474  attendees 

(eight  graduates  of  the  seminars  accompanied  the  Governor  or  Lt.  Governor  on  recent  trade  missions.) 

•  assisted  1,270  women  clients  (29%  of  client  base)  and  632  minority  clients  (14%) 


MSBDC  Counselor: 
Mike  Holbrook 

"When  I  first  met  the  Salooms,  they 
were  very  unsophisticated  in  a  business 
sense;  the  Salooms  were,  however,  fan- 
tasticlearners,"  recalls  MSBDCcounselor 
Mike  Holbrook.  "Peterand  Lindahadbeen 
in  business  for  three  or  four  years  and 
had  annual  revenues  of  about  $300,000. 
To  continue  expanding  they  needed  to 
purchase  new  equipment;  to  get  a  loan 
for  that,  their  bank  had  asked  them  for 
projections.  How  do  you  come  up  with 
projections?  they  asked  me." 

The  Salooms,  Holbrook  recalls,  had  a 
firm  handle  on  their  sales  figures.  They 
had  little  clue,  however,  about  their  ex- 
penses. "Together  we  reconstructed 
historical  costs,  a  month  at  a  time,  from 
scraps  of  information  that  Peter  had 
stuffed  into  a  drawer,"  Holbrook  contin- 
ues. "That  information  combined  with  the 
numbers  that  Peter  carried  around  in  his 
head  were  exactly  what  we  needed.  De- 
spite his  lack  of  formal  business  training, 
Peter  had  an  uncanny  feel  for  key  finan- 
cial indicators." 
2  With  historical  costs  and  revenues 


MSBDC  CLIENT:  SALOOM  FURNITURE 

GARDNER,  MASSACHUSETTS 

What  a  year  it's  been  for  Saloom  Furniture  of  Gardner  and 
Winchendon!  The  U.S.  Small  Business  Administration  hon- 
ored the  firm's  husband  and  wife  owners,  Peter  and  Linda 
Saloom,  as  Massachusetts  1993  Small  Business  Persons  of  the  Year.  For 
the  third  year  in  a  row,  the  firm  also  made  Inc  magazine's  roster  of  the 
nation's  500  fastest-growing  privately  held  small  businesses.  By  the 
year's  end,  Saloom's  sales  had  reached  the  $10  million  mark. 

Saloom  makes  custom-ordered  dining  tables  and  chairs  for  distribu- 
tion throughout  the  United  States.  In  Gardner,  once  the  state's  furniture 
capital,  most  of  the  factories  have  either  gone  south  or  gone  under. 
Saloom  is  an  anomaly — an  upscale  niche  player  that  has  rewritten  many 
rules  of  the  furniture  business.  Instead  of  cluttering  furniture  show- 
rooms with  its  offerings,  Saloom  invites  furniture  store  customers  to 
choose  models,  including  a  mind-bending  number  of  tile-top  combina- 
tions (more  than  10,000accordingto  Linda  Saloom)  from  Saloom  catalogs. 
"Every  table  in  our  factory  is  made  to  order;  ever\'  table  is  tagged  with  a 
customer's  name,"  emphasizes  Linda  Saloom. 

It's  demand-pull  manufacturing  and  distribution  with  a  clear  pur- 
pose— to  give  Saloom's  customers  exactly  what  they  want.  "We've 
always  worked  overtime  to  put  ourselves  in  the  customer's  shoes," 
Linda  Saloom  insists.  "Coming  from  arts  and  human  service  back- 
grounds, Peter  and  1  almost  instinctively  identified  with  our  customers 
and  our  employees.  We  also  feel  that  our  nonbusiness  backgrounds 
helped  us  to  view  our  markets  and  our  business  from  fresh  perspec- 
tives; we  had  no  preconception  of  management  and  were  able  to 
implement  new  practices  with  little  resistance." 

No  business,  of  course,  can  thrive  for  long  without  an  understanding 
of  business  fundamentals;  that's  why  the  Salooms  turned  to  the  Small 
Business  Development  Center  at  Clark  University  in  Worcester.  "We 
utilized  the  MSBDC  and  counselor  Mike  Holbrook  to  the  hilt,"  notes 
Saloom.  "Four  years  ago  we  arrived  at  the  MSBDC  with  a  shoebox  of 
notes  documenting  our  expenses  and  revenues.  Mike  helped  us  develop 
alternative  pro  formas  and  put  our  financial  house  in  order.  He  showed 


I 


SAliDOM 

FLIRNITLIRE 


US  how  to  track  cash  flows  and  receivables.  Now  we  can  pinpoint  our 
expenses  and  fine-tune  our  expansion." 

Saioom  and  her  husband  also  attended  MSBDC  seminars  in  market- 
ing. "They  helped  us  target  our  markets  more  precisely,  and  clarify  our 
product  and  pricing  strategies."  The  Salooms  have  also  made  key  busi- 
ness contacts  through  Holbrook  and  the  MSBDC.  "That  includes  our 
accountant,"  Saioom  remarks. 

More  recently,  the  Salooms  participated  in  another  MSBDC  seminar. 
The  topic:  Total  Quality  Management,  one  of  the  couple's  business 
inspirations.  This  time,  however,  we  weren't  clients  but  trainers  our- 
selves," remarks  Linda  Saioom.  "TQM  has  always  instinctively  appealed 
to  us.  Because  our 
business  has  never 
been  hung  up  on  or- 
thodox practices, 
TQM  has  been  easier 
for  us  to  implement. 
"Today,  many  of  our 
eighty  employees 
work  in  largely  unsu- 
pervised teams, 
whose  members 
help  each  other  im- 
prove productivity 
and  quality,  it's  in- 
credibly satisfying  to 
help  other  small 
firms,  through 
MSBDC  workshops, 
achieve  those  goals." 


Linda  and  Peter  Saioom 


under  control,  Holbrook  guided  the 
Salooms  through  a  variety  of  what-if  pro- 
jections for  different  scenarios  and  time 
periods.  That  helped  them  strike  a  near 
optimal  balance  for  expansion  between 
their  expenses  on  one  hand  and  assets 
like  accounts  receivable  and  inventory  on 
the  other.  And  it  helped  them  make  a 
persuasive  case  with  the  banks. 

"At  minimum,  you  have  to  bring  the 
banks  a  strong  business  plan,"  advises 
Holbrook.  "Ultimately,  however,  entrepre- 
neurs must  convince  a  banker  that  they 
can  make  things  happen  with  the  busi- 
ness. There's  a  psychology  in  dealing  with 
bankers;  you  have  to  begin  by  matching  up 
the  right  business  with  the  right  bank." 

"For  the  Salooms,  marketing  expan- 
sion went  hand-in-hand  with  investment 
in  new  plant  and  equipment,"  observes 
Holbrook.  Originally  they  sold  only  to  re- 
gional furniture  stores.  They  hired  a 
marketing  manager,  widened  their  net- 
work of  distributors  and  expanded  into 
increasingly  large  r  geographic  areas.  They 
always  kept  gearing  up.  It  was  a  textbook 
success." 

Before  joining  the  MSBDC  as  a  coun- 
selor, Holbrook  was  an  entrepreneur 
himself.  "I  owned  a  fast  food  operation 
for  three  years,  and  managed  an  indus- 
trial laundry.  Because  1  know  what  it's  hke 
to  run  a  business,  I  can  give  our  clients 
more  realistic  expectations — that  in- 
cludes the  psychological  stresses  and 
strains  that  come  with  the  territory.  I  also 
continue  to  learn  from  the  businesses 
that  1  counsel.  The  Salooms,  for  example, 
have  taught  me  a  good  deal  about  TQM. 
I'm  passing  that  on  to  other  small  busi- 
ness clients." 


MSBDC  Counselor: 
Gary  Partridge 

When  Manage,  Inc.'s  owner,  Annette 
Manning,  and  its  controller,  Cynthia 
Aggard,  showed  up  at  MSBDC's  Chicopee 
outreach  office  a  little  more  than  a  year 
ago,  MSBDC  counselor  Gary  Partridge 
knew  that  his  clients  were  something  spe- 
cial. "They  were  a  mother-daughter  team 
running  a  rapidly  expanding  business  that 
specialized  in  circuit  board  assemblies, 
custom  cable  and  harness  assemblies, 
and  fiber  optic  communications,"  Par- 
tridge recalls.  "The  firm's  high-quality 
customized  work  lent  itself  to  a  remark- 
able number  of  applications  in  the 
appliance  industries.  Yet  the  firm's  pace 
of  growth  [$2.9  million  in  sales  last  year] 
was  itself  creating  challenges." 

That,  said  Partridge,  was  evident  in  the 
"kettle"  of  concerns  that  the  two  busi- 
nesswomen brought  with  them.  Manage, 
pinc.  sorely  needed  a  business  plan.  Its 
owners  wanted  controlled  expansion  into 
new  -  including  international  -  markets 
and  at  the  same  time  less  dependency  on 
the  firm's  principal  customer.  Digital 
Equipment  Corporation.  They  needed  new 
equipment  and  were  running  out  of  space 
in  the  firm's  turn-of-the-century  Chicopee 
plant.  And  they  had  to  hire  a  plant  super- 
visor and  identify  other  hiring  needs. 

"Manage  inc.  needed  to  live  up  to  its 
name,"  observes  Partridge.  "Fortunately, 
many  family  businesses — Annette 
Manning's  included — refuse  to  let  them- 
selves go.  At  the  same  time,  Annette  and 
Cindy  recognized  that  they  could  no  longer 
be  a  family  business  in  the  strict  sense  of 
the  term:  to  make  it  to  the  next  level,  they 
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MSBDC  CLIENT:  MANAGE,  INC. 

CHICOPEE,  MASSACHUSETTS 


Cynthia  Aggard,  MSBDC  Counselor  Gary  Partridge,  and  Annette  Manning  (I  tor) 


Nothing  succeeds  like  success.  Managing  success,  however,  can 
prove  daunting.  Just  ask  Manage,  Inc.'s  controller,  Cj-nthia 
Aggard,  whose  mother  and  the  firm's  owner,  Annette  Manning, 
founded  the  business  in  1973.  The  Chicopee  business,  which  employs 
forty-seven,  assembles  and  services  printed  circuit  board  assemblies, 
cable  and  harness  assemblies,  and  fiber  optic  communications  infra- 
structure. Its  growing  roster  of  corporate  customers  includes  Digital 
Equipment  Corporation,  Lockheed,  MIT  Lincoln  Labs,  Texas  Instru- 
ments, and  United  Technologies.  It  took  years  for  Manage,  inc.  to  reach 
$1  million  in  sales.  Since  1988,  however — thanks  to  rapid  physical 
expansion  and  aggressive  marketing — the  firm  has  taken  off,  grossing 
sales  in  1993  of  $2.9  million. 

"During  the  last  five  years,  our  reputation  for  qualitv'and  service  has 
grown  with  our  sales,"  notes  Aggard.  "Demand  for  our  service  has 
accelerated  so  fast,  however,  that  we  needed  help  in  managing  that 
growth.  Fortunately,  the  Chicopee  Chamber  of  Commerce  offered  MSBDC 


outreach  assistance  one  day  a  week.  It's  beena  great  business  resource 
for  us.  Our  MSBDC  counselor,  Gary  Partridge,  told  us  that  most  firms 
seek  out  his  advice  in  order  to  grow  or  simply  to  survive.  We  were 
different.  Our  challenge  wasn't  to  grow  but  to  manage  growth." 

To  this  end,  Partridge  helped  Manage,  Inc.  develop  a  business  plan 
that  pinned  down  projections  for  expenses,  cash  flow,  inventory,  and 
other  variables.  "The  business  plan  relied  heavily  on  getting  our  sales 
people  to  define  our  markets  and  our  competition,"  Aggard  recalls. 
"Those  insights  coupled  with  trial  and  error  business  experience  has 
enabled  us  to  fine-tune  many  of  our  cost  and  revenue  projections." 

Partridge,  Aggard  continued,  also  had  strong  prescriptions  for  the 
reorganization  of  her  shop  floor.  After  observing  wasteful  inspection 
and  workflow  practices,  he  brought  in  another  University  of  Massachu- 
setts resource,  the  Center  for  Manufacturing  Productivity.  "It  was  a  key 
referral,"  says  Aggard.  "We  got  a  new  inspection  system  based  on 
sample  lot  inspection.  Today,  production  at  Manage,  Inc.  is  faster  and 
more  streamlined;  we  no  longer  go  back  and  forth  to  get  things  done. 

"Gary's  advice  has  been  pivotal  in  another  key  consideration:  we're 
rapidly  outgrowing  our  facilities  in  downtown  Chicopee,"  says  Aggard. 
"Gary  referred  us  to  Ken  Delude,  who  manages  Westover  Development 
Corp.,  an  industrial  park  in  Chicopee.  If  we  want  to  keep  on  expanding, 
we're  going  to  have  to  move  within  the  next  few  years.  That's  another 
aspect  of  growth  that  Manage,  inc.  must  learn  to  manage." 


had  to  hire  professional  managers." 

Partridge  responded  on  a  number  of 
fronts.  He  helped  the  owners  devise  a 
plan  for  growth  that  incorporated  strate- 
giccapital  reinvestmentandsteadymarket 
expansion.  He  introduced  them  to 
MSBDC's  Lyne  Kendall,  who  targets  ex- 
port markets  for  small  businesses.  He 
also  brought  in  the  University  of  Massa- 
chusetts Center  for  Manufacturing 
Productivity,  which  helped  the  firm 
streamline  its  shop  floor.  Finally,  Partridge 
helped  evaluate  the  firm's  prospects  for 
relocation  to  more  spacious  quarters  in 
Westover  Development  Corporation's 
large  industrial  park  in  Chicopee. 

Partridge's  work  for  Manage,  Inc.  re- 
flects a  lifelong  passion  for  entrepreneur- 
ship.  The  MSBDC  counselor  has  owned 
several  small  firms,  including  businesses 
that  sold  water  purification  devices  and 
that  employed  computer  graphics  to 
manufacture  signs.  Partridge,  in  fact,  was 
himself  an  MSBDC  client.  He  also  knows 
big  business  first-hand:  Partridge  worked 
for  6 1/2  years  at  Digital.  But  there's  no 
questioning  his  preference.  "My  roots  are 
in  small  business.  My  dad  owned  a  sport- 
ing goods  store.  I  always  wanted  to  prove 
to  myself  that  I  didn't  need  corporate 
America.  I  think  everybody  should  have 
that  opportunity." 


MSBDC  Counselor: 
Jim  Sullivan 

"MSBDC  clients  like  David  Duggan  of 
AlphaCouplings  are  intelligent,  imagina- 
tive, and  energetic,"  observes  MSBDC 
counselor  Jim  Sullivan.  "Unfortunately, 
they  can  be  overwhelmed  when  launching 
a  small  business.  "As  much  as  I  help  David 
and  others  learn  specific  business  skills, 
1  find  myself  working  to  keep  them  fo- 
cussed,  usually  on  one  or  two  categories 
at  a  time." 

^  A  former  financial  officer  at  South 
Shore  firms,  Sullivan  holds  a  degree  in 
accounting  from  Southeastern 
Massachusetts  University  (today,  UMass- 
Dartmouth).  "At  the  Southeast  MSBDC, 
I'm  the  guy  who  helps  entrepreneurs  put 
together  financial  proposals,  but  1  wear 
other  hats  as  well,"  he  says. 

When  Duggan  first  approached 
Sullivan  at  the  MSBDC  in  Fall  River  sev- 
eral years  ago,  the  New  Bedford 
entrepreneur  had  little  business  experi- 
ence but  a  product  patent  of  great 
promise — a  coupling  device  that  breaks 
away  and  seals  itself  under  extreme  pres- 
sure and  axial  force.  "I'm  completely  sold 
on  the  product,"  remarks  Sullivan.  "It  has 
applications  in  all  sorts  of  industries — 
oil,  natural  gas,  agriculture,  trans- 
portation, chemical;  the  list  goes  on  and 
on.  If  the  product  had  been  in  the  hands  of 
someone  with  deep  pockets,  it  would  have 
made  it  to  market  by  now." 

On  Sullivan's  advice  Duggan  has 
passed  two  crucial  thresholds:  "David  now 
has  the  capability  of  producing  his  prod- 
uct; he  has  also  gained  the  support  of  a 
number  of  local  investors."  Sullivan's  work 
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MSBDC  CLIENT:  ALPHACOUPLINGS 

NEW  BEDFORD,  MASSACHUSETTS 


MSBDC  Counselor  Jim  Sulliuan  with  David  Duggan  (I  tor) 


Entrepreneur  David  Duggan  of  Fall  River  owns  a  patent  that  he 
believes  will  transform  the  coupling  of  hoses,  pipelines,  and 
other  conduits  and  containers.  "Our  product  is  unique,"  says 
the  owner  of  AlphaCouplings,  "because  it  breaks  away  and  seals  itself 
without  damage  when  internal  pressure  or  external  axial  force  exceeds 
a  predetermined  threshold."  Traditional  couplings,  Duggan  continues, 
have  male  and  female  components;  AlphaCouplings  have  identical  com- 
ponents that  automaticallydisengage  and  seal.  "They  will  prevent  millions 
of  dollars  in  damage  by  containing  accidents  at  their  source,"  he  says. 

With  today's  complex  technologies  and  the  proliferation  of  danger- 
ous materials,  more  disasters  are  waiting  to  happen,  Duggan  insists. 
Pipes  and  hoses  can  give  way  unexpectedly  under  the  onslaught  of 
corrosive  materials  and  extreme  heat  and  pressure.  Trains  and  trucks 
with  hazardous  cargos  can  spill  their  contents  in  traffic  accidents;  so  can 


AlphaCouplings,inc. 


tanks  during  natural  disasters  like  the  recent  Mississippi  River  floods. 
Why  not  nip  these  accidents  in  the  bud?  Duggan  asks. 

"The  AlphaCoupling  may  be  a  great  product,  but  without  great  busi- 
ness and  marketing  plans,  the  patent  is  only  as  valuable  as  the  paper  it's 
printed  on. That'sacrucial  lesson  I  learned  from  Jim  Sullivan  at  the  Small 
Business  Development  Center  in  Fall  River,"  says  Duggan.  During  the 
past  two  years,  Sullivan  has  helped  Duggan  write  a  business  development 
plan  that  defines  his  company's  mission,  its  target  markets  and  competi- 
tors, and  its  product  development  and  marketing  strategies. 

Ongoingworkwith  Sullivan,  said  Duggan,yielded  the  following  course 
of  action:  AlphaCouplings  would  acquire  a  "teaming  partner,"  where 
Duggan  would  design  and  develop  marketable  product  prototypes.  That, 
says  Duggan,  turned  out  to  be  Assembly  Systems  of  Fall  River,  a  cable 
assembler  that  gives  Duggan  office  and  design  space.  When 
AlphaCouplings  lands  its  first  contracts,  it  will  license  manufacturing  to 
firms  in  their  respective  industries;  Assembly  Systems  will  then  as- 
semble the  couplings. 

At  the  same  time,  Sullivan  helped  Duggan  target  his  efforts  to  envi- 
ronmentally based  niche  markets  in  six  industries:  oil,  natural  gas, 
defense  (technology  reinvestment  projects),  marine  applications,  pet- 
rochemicals, and  medical  technology.  "In  each  of  these  industries, 
certified  product  testing  by  independent  authorities  is  an  essential  step 
before  bringing  a  product  to  market,"  Duggan  observes. 

"Jim  has  used  his  contacts  and  savvy  to  help  us  move  faster  in  this 
process.  He  introduced  us  to  Barney  Frank's  office,  which  in  turn  wrote 
to  the  Environmental  Protection  Agency  on  our  behalf.  Rep.  Frank  re- 
quested that  the  EPA  review  our  product  for  air  and  water  quality 
standards  performance.  Jim  also  referred  us  to  the  Advanced  Technol- 
ogy Center  at  UMass/Dartmouth.  They  are  testing  our  product  for  marine 
applications." 

After  testing  is  completed,  Duggan  hopes  to  begin  licensing  his 
product  to  manufacturers  early  in  1994.  Assembly  of  his  couplings,  he 
emphasizes,  will  remain  in  New  Bedford,  bringing  much  needed  jobs  to 
the  region.  "Jim  and  the  MSBDC  have  been  instrumental  in  that  decision 
and  in  my  overall  strategy,"  he  says.  "They  should  prove  just  as  valuable 
in  helping  me  manage  the  growth  that  lies  ahead." 


on  AlphaCoupling's  business  plan  has  be- 
^  gun  to  bear  fruit.  "A  sound  business  plan 
is  an  absolute  must  for  winning  friends 
and  influencing  people,"  Sullivan  insists. 
Armed  with  his  plan  and  the  ability  to 
deliver  prototypes,  Duggan  has  begun  to 
attract  private  industry  and  government. 
"What's  more,  David  has  taken  my  advice 
to  target,  for  the  time  being,  only  a  few 
markets,  like  natural  gas  and  aviation  hy- 
draulics," says  Sullivan. 

Duggan's  plan  is  to  license  exclusive 
manufacturing  and  distribution  rights 
to  a  firm  in  each  target  industry. 
AlphaCoupling's  partner.  Assembly  Sys- 
tems in  Fall  River,  will  assemble  the  final 
products.  "David  and  I  agree  that  it's  a 
great  strategy  for  creating  and  preserving 
jobs  in  the  community,"  observes  Sullivan. 
We  both  believe  passionately  in  that  pros- 
pect." 

Although  Southeastern  Massachu- 
setts has  had  more  than  its  share  of 
economic  woes,  Sullivan  is  guardedly  op- 
timistic about  its  future.  "We  have  the 
existing  facilities  and  infrastructure  to 
attract  meaningful  industries,"  he  says. 
"The  finance  and  insurance  industries, 
for  example,  could  do  very  well  here. Their 
cost  of  doing  business  would  improve  and 
they  would  benefit  from  our  proximity  to 
New  York  and  Boston.  People  often  over- 
look the  fact  that  New  Bedford  is  the 
state's  fourth  largest  city;  a  proposed 
extension  of  its  airport  runway  could  do 
much  to  pull  industry  in.  It  all  goes  to  say 
that  government  and  industry  must  work 
together  as  partners.  We  have  to  keep 
business  costs  down  and  business  op- 
portunities up." 


rMSBDC  Counselor: 
Fred  Young 

According  to  Fred  Young,  MSBDC 
counseling  often  sends  a  crucial  wake-up 
call  to  inexperienced  small  business  cli- 
ents. "Many  first-time  entrepreneurs  have 
unrealistic  expectations  about  the  de- 
mands of  running  a  small  business," 
observes  Young,  who  heads  the  MSBDC's 
North  Shore  office  in  Salem.  "They're 
often  unprepared  for  extremely  long 
hours,  seven-day  work  weeks,  and  start- 
upyears  of  operating  in  the  red.  In  my  role 
as  counselor,  1  try  to  help  them  under- 
stand— often  by  working  through  a 
detailed  cash-flow  schedule — what  lies 
ahead. 

"Every  so  often,  however,  1  meet  a 
savvy,  experienced  client  like  Paul 
Marasco.  Paul's  North  Andover  firm, 
MagiCandle,  has  a  unique  product.  He 
also  has  a  great  deal  of  business  experi- 
ence. For  twenty-five  years,  Paul's  family 
owned  a  small  copying  supply  company. 
He's  an  extremely  hard  worker  who  con- 
stantly anticipates  challenges.  He  also  has 
a  terrificaptitude  for  marketing  research. 
For  MagiCandle,  Paul's  done  all  his  home- 
work in  segmenting  his  markets." 

With  all  that  business  know-how,  why 
seekoutYoung'sassistance?"Paul  wanted 
anelectronicspreadsheetthatcouldgen- 
erate  anticipated  expenses  and  income 
under  varying  business  conditions  and 
different  time  horizons,"  observes  Young. 
"Paul  and  I  worked  together  on  the  project, 
which  has  proved  indispensable  to 
MagiCandle.  He's  using  the  spread  sheet 
to  fine-tune  his  firm's  rapid  expansion. 
The  remarkable  thing  about  that  expan- 
sion is  that  it's  completely  self-financed. 


MSBDC  CLIENT:  MAGICANDLE,  INC. 
NORTH  ANDOVER.  MASSACHUSETTS 


MSBDC  Counselor  Fred  Young  with  Paul  Marasco  (I  tor) 


When  Paul  Marasco  firstvisited  his  regional  MSBDC  in  Salem, 
his  firm,  MagiCandle,  was  only  six  months  old.  The  North 
Andover  business,  however,  had  a  unique  product — a  reus- 
able candle  that  played  music,  activated  not  by  heat  but  by  light  transmitted 
by  fiber  optics.  MagiCandle's  first  offerings  were  a  5"  high  tapered 
birthday  candle  and  4"  high  clown  birthday  candles  with  age  numerals. 
Marasco  had  already  devised  strategies  to  manufacture  and  distribute 
his  candles.  He  lacked,  however,  deep  enough  pockets  to  ease  some  of 
the  day-to-day  pressure  on  the  business. 

"What  we  needed  was  outside  capital;  to  come  up  with  that,  we  had 
to  devise  a  finance  plan  that  the  banks  would  buy  into,"  observes 
Marasco.  "For  help  with  that,  1  turned  to  the  MSBDC."  Enter  MSBDC 
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counselor  and  regional  director,  Fred  Young.  "Fred  helped  me  put 
together  a  spread  sheet  that  allowed  us  to  project  future  expenses  and 
income.  He  also  helped  me  make  appointments  with  prospective  lend- 
ers. 

"MagiCandle's  finance  plan  was  air-tight;  it  included  projections  for 
different  business  growth  scenarios,"  Marasco  continues.  The  banks' 
response,  however,  was  unilateral:  no  loan.  "They  told  me  what  I  already 
knew — that  I  was  a  very  good  risk — but  that  I  had  insufficient  assets  on 
hand  to  satisfy  the  regulators."  The  North  Andover  entrepreneur 
explained  that  all  of  his  candles  are  manufactured  by  a  single  source  in 
Sri  Lanka.  "It's  a  three  month  wait  that  ties  my  money  up  in  ninety-day 
letters  of  credit.  At  the  same  time,  I  have  no  assets  in  inventory,  because 
we  ship  the  candles  out  as  soon  as  they  come  in." 

Even  without  bank  financing,  Marasco  and  MagiCandle  are  growing 
rapidly.  "Thanks  to  Fred,  I  have  a  tool  for  calculating  and  fine-tuning  our 
financial  expansion.  It's  a  controlled  expansion,  for  the  time  being  based 
entirely  on  the  reinvestment  of  our  own  resources." 

By  his  own  admission,  Marasco's  strongest  suit  is  marketing.  Making 
the  most  of  his  background  in  sales,  Marasco  has  painstakingly  re- 
searched and  targeted  three  principal  markets — bakeries,  supermarket 
chains, anddepartmentstores/giftshops.  With  aggressive  telemarketing, 
he  has  built  a  distribution  network  of  more  than  four  hundred  custom- 
ers, including  large  firms  like  Baskin  Robbins  and  J.C.  Penney. 

"With  Fred's  encouragement,  we've  expanded  our  product  line," 
Marasco  remarks.  "We've  just  introduced  a  series  of  birthday  dinosaur 
MusiCandles,  and  we're  developing  candles  with  tie-ins  to  retailer 
identities.  Fred  and  I  share  the  conviction  that  you  have  to  keep  trying 
newthings  in  marketingand  product  development.  If  you  get  too  compla- 
cent, you're  dead  in  the  water.  During  the  past  year,  Fred  has  been  an 
alter  ego;  he's  always  believed  in  my  product  but  his  vision,  like  mine,  is 
of  a  product  that  adapts  quickly  to  changing  opportunities." 


"MSBDC  counselors  are  educators," 
Young  continues.  "Many  of  us  have  our- 
selves run  small  firms  and  know  how  tough 
and  how  satisfying  entrepreneurship  can 
be."  Before  joining  the  MSBDC,  Young 
owned  a  major  interest  in  a  business  that 
used  electronic  databases  to  help  his  cus- 
tomers buy  and  sell  merchandise.  "We 
were  essentially  an  electronic  trading 
company,"  he  observes.  "As  an  entrepre- 
neur, I  learned  a  great  deal  about  the 
things  that  can  hurt  and  help  a  small  busi- 
ness. Today,  my  MSBDC  clients  learn  from 
my  small  business  experiences  and  I  con- 
tinue to  learn  from  theirs." 
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MSBDC  INTERNATIONAL  TRADE  PROGRAM  CLIENT:  TEMP'PRO 
NORTHAMPTON,  MASSACHUSETTS 


Three  years  ago,  Northampton  small  business  owner,  Rudy  Jacobson,  saw  the  writing  on  the  wall:  learn  to  export 
or  face  contracting  markets  at  home.  Jacobson's  firm,  Temp-Pro,  manufactures  temperature  sensing  products 
including  thermocouples,  thermowells,  and  resistant  temperature  detectors  for  the  petroleum  and  other 
industries.  "Domestic  distribution  was  becoming  increasingly  expensive  and  complex;  U.S.  military  contracts  were  drying 
up;  1  needed  to  find  new  markets,"  he  recalls. 

In  that  quest,  the  former  electrical  engineer's  large  domestic  customers  showed  the  way.  "General  Electric,  ABB 
Combustion  Engineering,  and  many  of  my  other  large  customers  were  extremely  successful  exporters,"  he  recalls.  "They 
convinced  me  that  overseas  markets  were  there  for  my  products.  But  I  didn't  have  the  overseas  experience  or  personnel 
of  a  big  company.  Fortunately,  the  Small  Business  Development  Center  helped  fill  the  vacuum." 

Jacobson's  first  exposure  to  the  MSBDC  trade  program  was  through  its  "Start  Thinking  Export"  workshops.  "The 
seminars  helped  me  to  research  foreign  markets,  develop 
trade  contacts,  and  understand  activities  like  freight  logis- 
tics and  methods  of  payment.  1  also  made  some  key  personal 
contacts,  including  an  Israeli  distributor  with  whom  we're 
presently  at  the  price-quoting  stage."  Since  then,  Jacobson 
has  attended  follow-up  MSBDC  seminars,  including  a  ses- 
sion devoted  to  cultural  factors  in  overseas  trade. 

Jacobson  also  made  important  overseas  contacts 
through  the  MSBDC's  trade  lead  service.  "First,  an  MSBDC 
counselor  worked  with  me  to  determine  Temp-Pro's  likely 
export  targets;  since  then,  we've  received  a  steady  stream 
of  information  about  export  opportunities,"  he  says.  The 
trade  lead  service  draws  on  data  bases  from  the  U.S.  De- 
partment of  Commerce  Trade  Opportunity  Program,  the 
U.S.  Department  of  Agriculture,  and  the  World  Trade  Cen- 
ter Association. 

Last  August,  the  MSBDC,  through  its  partnership  with  the  Massachusetts  Office  of  International  Trade  and  Investment, 
arranged  for  Jacobson  to  accompany  Governor  Weld  and  other  Massachusetts  firms  on  a  trade  mission  to  Argentina,  Brazil, 
and  Chile.  "I  made  fifteen  to  twenty  contacts  that  I'm  trimming  down  to  a  solid  two  or  three,"  he  says.  "As  with  any  trade 
lead,  it  takes  six  months  to  a  year  for  a  serious  business  relationship  to  take  hold.  You  have  to  match  your  product  very 
carefully  to  the  right  distributor  and  markets,  and  cementyour  relationship  through  subsequent  meetings  withyour  trading 
partner.  Left  to  my  own  limited  resources,  locating  and  consummating  overseas  contacts  is  an  incredible  challenge.  I  don't 
know  how  far  I  would  have  progressed  without  the  MSBDC.  They  have  helped  put  Temp-Pro  on  the  international  map." 


R\RTNERS  I  OK  TRADE 


MSBDC  International  Trade  Counselors: 
Laura  Howard  &  Lyne  Kendall 
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"The  rapid  growth  of  MSBDC's  International  Trade 
Program  reflects  unprecedented  interest  in  exporting 
among  small  firms,"  observes  Laura  Howard,  who  with 
state  MSBDC  director,  John  Ciccarelli,  helped  set  up  the 
program.  "Three  years  ago,  we  didn't  exist;  today,  150 
companies  receive  our  trade  leads  and  1000 
businesspeople  attend  Partners  for  Trade  seminars." 

Howard,  who  holds  an  M.B.A.  from  the  University  of 
Massachusetts  Amherst,  has  been  a  counselor,  trainer 
and  administrator  with  the  export  program.  Her  metier  is 
in  using  her  computer  information  systems  background 
as  the  program's  International  Trade  Resource  Manager. 
In  that  role,  Howard  has  created  a  first-rate  trade  infor- 
mation service,  featuring  the  International  Trade  Data 
Network,  developed  collaboratively  with  the  Rhode  Is- 
land Export  Assistance  Center  and  updated  tvdce  a  week. 
Howard  supplements  that  with  frequent  searches  of  the 
National  Trade  Data  Bank,  a  monthly  CD-ROM  disk  that 
presents  the  latest  export  market  research,  statistics, 
and  trade  development  and  policy  reports. 

Kendall,  who  holds  an  M.B.A.  in  marketing  and  finance 
from  the  University  of  Hartford,  spends  much  of  her 
workday  on  the  road  evaluating  the  strengths  and  weak- 
nesses of  the  MSBDC's  export-minded  clients.  "Before 
we  invest  our  resources  in  a  client,  we  want  to  determine 
exactly  what  they  need,"  says  Kendall,  who  covers  all  of 
Central  and  Western  Massachusetts  for  the  trade  pro- 
gram. "Have  they  defined  their  markets?  What  kind  of 
staff  training  do  they  need?  Do  they  need  to  bring  produc- 
tion up  to  ISO  9000  standards?  Are  the  owner  and  staff 
sufficiently  committed  to  exporting?" 

Rudy  Jacobson  of  Temp-Pro  in  Northampton  is  one 


entrepreneur  with  unquestionable  commitment.  Temp- 
Pro  manufactures  thermosensors,  thermowells,  and 
related  equipment  for  the  petroleum  and  other  indus- 
tries. "Beginning  with  limited  export  experience,  Rudy 
has  progressed  through  many  of  our  services;  he's  now 
on  the  threshold  of  exporting  to  a  number  of  countries," 
says  Howard.  After  completing  the  Partners  for  Trade 
five-week  survey  course,  Jacobson  participated  in  spe- 
cialty workshops  and  became  a  subscriber  to  MSBDC's 
trade  lead  service.  With  encouragement  from  Howard 
and  Kendall,  Jacobson  joined  sixty  other  small  business 
representatives  on  the  Governor's  recent  trade  mission 
to  South  America.  The  trip,  says  Jacobson,  yielded  likely 
distributors  for  Temp-Pro  in  Argentina,  Brazil,  and  Chile. 

"Rudy  Jacobson  is  an  experienced  businessman  who 
sawhis  markets  shifting  towards  exporting,"  said  Kendall. 
"He's  been  in  business  for  two  decades,  and  knows  how 
to  make  the  most  of  our  resources.  That  isn't  the  case  for 
all  MSBDC  clients,  observes  Howard.  "Lyne  sometimes 
visits  a  client  that  is  too  undercapitalized  to  jump  into 
international  waters.  Exporting,  Lyne  realizes,  might  hurt 
the  firm  more  than  help  it.  But  all  is  not  lost:  MSBDC  can 
still  help  the  cHent  get  its  basic  business  practices  in 
order. 

"Unlike  other  public  sector  export  service  provid- 
ers," Howard  continues,  "the  MSBDC  can  move  clients 
from  international  assistance  to  domestic  business  coun- 
seling. We've  picked  up  solid  international  clients  through 
the  regional  MSBDC  offices;  we've  also  sent  companies 
that  we  consider  a  bit  premature  for  exporting  to  the 
regional  centers  for  training  and  assistance.  When  they 
return  to  us,  they  will  be  better  equipped  for  success." 
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MSBDC  INTERNATIONAL  TRADE  PROGRAM  CLIENT: 

BAXTER  LYTENING  SYSTEMS 

ANDOVER,  MASSACHUSETTS 

When  Baxter  Lytening  Systems  discovered  the  MSBDC's  International  Trade  Program,  the  Danvers  firm  was 
already  an  established  exporter.  Baxter,  which  employs  fifty-five,  manufactures  electrochemical  sensors  that 
measure  electrolytes  in  blood  and  other  body  fluids.  Its  benchtop  blood  and  chemical  analy7ers  are  in  demand 
in  medical  laboratories  and  operating  rooms.  That  demand,  explains  Rick  Guilmet,  Baxter's  Manager  of  Sales  and 
Marketing,  increasingly  emanates  from  overseas. 

"International  markets  account  for  more  than  half  of  our  sales,"  he  observes.  "My  background  is  in  laboratory  medicine, 
so  I'm  always  trying  to  enhance  my  understanding  of  international  business.  MSBDC's  six-week  survey  course  on  the 
subject  covered  a  great  deal  of  ground  and  offered  many  pragmatic  insights.  It  was  also  a  confidence  builder.  For  a  small 
firm,  doing  business  overseas  can  prove  daunting." 


Guilmet  credits  MSBDC  international  trade  counse- 
lor, Paula  Murphy,  with  helping  Baxter  Lytening  maximize 
its  export  strategy.  The  firm  sells  its  products  overseas 
through  distributors;  in  each  territory,  it  assigns  distribu- 
tion rights  to  a  dealer.  "Paula  introduced  us  to  a  host  of 
useful  government  resources.  These  included  two  Mas- 
sachusetts trade  missions,  which  we  signed  up  for.  The 
first,  with  the  Lieutenant  Governor  and  eight  other  entre- 
preneurs, went  to  Spain  and  Portugal.  The  second  was  a 
larger  mission  last  August  with  Governor  Weld  to  Argen- 
tina, Brazil,  and  Chile." 


For  Baxter  Lytenmg,  both  trips  have  yielded  meaning- 
ful  contacts,  including  probable  distributors.  For  the 
Latin  American  mission,  Paula  did  a  thorough  market 
search  for  us  that  identified  appropriate  distributors," 

Guilmet  recalls.  "She  arranged  for  them  to  meet  with  us  by  invitation  from  the  U.S.  embassy.  Everything  took  place  like 
clockwork.  There  were  no  distractions — it  was  all  strictly  business. 

"It's  a  tall  order  for  a  small  business  on  its  own  to  pull  those  kinds  of  resources  together.  A  state  government  agency, 
moreover,  can  work  through  the  U.S.  embassy,  which  can  be  a  powerful  lever  for  bringing  businesses  together.  More  small 
businesses  would  do  well  to  look  into  the  MSBDC  and  other  state  government  resources.  For  us  they've  opened  some 
important  business  doors." 
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Partners  for  Trade 


MSBDC  International  Trade  Program  Counselor: 

Paula  Murphy 


"For  the  state's  small  businesses,  ex- 
porting has  become  a  growth 
phenomenon,"  remarks  Paula  Murphy, 
one  of  three  program  counselors  who 
run  MSBDC's  International  Trade  Pro- 
gram. Murphy  works  at  the  Massachusetts 
Office  of  International  Trade  in  Boston. 

Murphy's  principal  charge  is  to  pro- 
vide MSBDC  trade  services  throughout 
Eastern  Massachusetts  and  to  coordi- 
nate them  with  additional  offerings  from 
the  Massachusetts  Office  of  International  Trade  and 
Investment,  Massport,  and  other  sources.  To  this  end, 
Murphyorganizes  MSBDC's  Eastern  Massachusetts  Part- 
ners for  Trade  Programs,  a  series  of  seminars  that 
introduce  small  firms  to  global  business  practices.  The 
seminars  include  a  pragmatic  multi-session  introduction 
to  export  topics  and  specialized  workshops  in  such  areas 
as  export  logistics,  advanced  letter  of  credit,  ISO  9000 
standards,  and  international  finance.  Other  seminars 
focus  on  business  practices  in  specific  geographical  ar- 
eas, like  China  and  Israel,  and  in  specific  industries,  like 
telecommunications  and  software. 

"In  Partners  for  Trade,  we  take  the  idea  of  'partners' 
very  seriously,"  Murphy  insists.  "To  make  the  program 
more  accessible,  we  work  with  local  chambers  of  com- 
merce to  bring  the  seminars  to  specific  communities. 
Other  key  partners  include  the  colleges  and  universities 
affiliated  with  the  regional  MSBDCs,  international  busi- 
ness consultants  in  the  private  sector,  and  state  agencies 
like  the  Massport  Trade  Development  Unit  and  the  Mas- 
sachusetts Industrial  Finance  Agency." 


The  seminars  introduce  small  firms 
to  a  wealth  of  additional  MSBDC  and 
state-sponsored  resources.  When 
Murphy  met  Baxter  Lytening  Systems' 
Rick  Guilmet  at  a  Partners  forTrade  semi- 
nar, it  wasn't  long  before  the  two  sat 
down  to  analyze  his  firm's  export  strat- 
egy. Murphy  learned  that  the  Danvers  ; 
manufacturer  of  blood  analysis  equip-  \ 
ment  was  already  an  established  | 
exporter:  more  than  half  of  its  sales,  in  | 
fact,  were  in  overseas  markets.  j 

Murphy  helped  Guilmet  make  the  most  of  his  firm's 
strategy  by  sending  Baxter  Lytening  trade  leads  through 
the  International  Trade  Data  Network,  a  regional  network 
of  trade  lead  data  bases  coordinated  by  the  MSBDC.  She 
alsoarranged  for  his  participation  in  Massachusetts  trade 
missions  to  Iberia  and  South  America.  The  South  Ameri- 
can mission,  which  Murphy  herself  coordinated,  sent 
Governor  Weld  and  more  than  sixty  Massachusetts  busi- 
nesses to  Argentina,  Brazil,  and  Chile. 

"With  the  recent  media  attention  on  NAFTA,  small 
business  interest  in  exporting  is  growing  even  faster," 
observes  Murphy,  who  holds  a  degree  in  finance  from 
Suffolk  University.  Before  joining  the  MSBDC,  Murphy 
worked  for  an  international  consulting  firm  in  Boston  on 
behalf  of  foreign  government  agencies,  like  the  Austra- 
lian Trade  Commission  and  the  Irish  Trade  Board.  "In  the 
private  sector,  I  used  to  work  in  much  greater  depth  with  | 
fewer  chents;  today,  I  get  more  variety  working  with  many 
more  firms.  It's  ironic  that  many  of  them  wouldn't  have 
even  considered  exporting  several  years  ago." 
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MSBDC 

OUTREACH  CENTERS 


In  addidtion  to  our  regional  offices,  the  MSBDC  has  outreach  sites  at  chambers  of  commerce  and  economic 
development  groups  throughout  the  Commonwealth.  For  most  small  businesses  this  means  that  MSBDC  services 
are  no  further  than  30  minutes  away.  Appointments  are  made  on  a  weekly  or  as-needed  basis,  depending  on  the 
site.  Contact  the  appropriate  regional  office  for  further  information. 


CENTRAL  MASS  REGIONAL  OFFICE     (508)  793-7615 

Clark  University  -  950  main  Street,  Dana  Commons  -  Worcester  -  MA  -  01610 


Acton 

Acton  Chamber  of  Commerce 

(508)  263-0010 

Ayer 

Massachusetts  Resource  Center 

(508)  792-7296 

Clinton 

Chnton  Area  Chamber  of  Commerce 

(508)  368-7687 

Framingham 

Metro  West  Chamber  of  Commerce 

(508)  879-5600 

Gardner 

Greater  Gardner  Chamber  of  Commerce 

(508)  632-1795 

Holden 

Holden  Chamber  of  Commerce 

(508)  829-9220 

Leominster 

North  Central  Massachusetts  Chamber  of  Commerce 

(508)  840-4300 

Marlborough 

Marlborough  Chamber  of  Commerce 

(508)  485-7746 

Milford 

Greater  Milford  Chamber  of  Commerce 

(508)  473-6700 

Sturbridge 

Tri-Community  Chamber  of  Commerce 

(508)  347-2761 

METRO  BOSTON  REGIONAL  OFFICE     (617)  552-4091 

Boston  College  -  96  College  Road,  Rahner  house  -  Chestnut  Hill  -  MA  •  02167 

Jamaica  Plain       Neighborhood  Development  Corporation  (617)  522-2424 

Quincy  South  Shore  Chamber  of  Commerce  (617)  479-1111 
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NORTH  SHORE  REGIONAL  OFFICE     (508)  741-6343 

Salem  State  college  - 197  Essex  Street  -  Salem  -  MA  -  01970 

Amesbury  Amesbury  Chamber  of  Commerce  (508)  388-3178 

Danvers  North  Shore  Chamber  of  Commerce  (508)  774-8565 

Gloucester         Cape  Ann  Chamber  of  Commerce  (508)  283-1601 

Haverhill  Northern  Essex  Community  College  (508)  374-3805 

Lowell  Middlesex  Community  College  (508)  937-5454 

Woburn  North  Suburban  Chamber  of  CommTierce  (617)  933-3499 

SOUTHEASTERN  MASS  REGIONAL  OFFICE     (508)  673^9783 

UMass  Dartmouth  -  P.O.  Box  2785,  200  pocasset  Street  -  Fall  river  -  MA  -  02722 


Attleboro 

Attleboro  Area  Chamber  of  Commerce 

(508)  222-0801 

Barnstable 

Cape  Cod  Commission 

(508)  362-3828 

Franklin 

United  Chamber  of  Commerce 

(508)  528-2800 

Mansfield 

Tri-Town  Chamber  of  Commerce 

(508)  339-1020 

New  Bedford 

New  Bedford  Area  Chamber  of  Commerce 

(508)  999-5231 

North  Attleboro 

No.  Attleboro/Plainville  Area  Chamber  of  Commerce 

(508)  695-6011 

Plymouth 

Plymouth  Area  Chamber  of  Commerce 

(508)  746-3377 

WESTERN  MASS  REGIONAL  OFFICE     (413)  737-6712 
UMASS  Amherst  -  lOl  State  Street,  Suite  424  -  Springfield 

Amherst  Amherst  Chamber  of  Commerce 

Athol  North  Quabbin  Chamber  of  Commerce 

Chicopee  Greater  Chicopee  Chamber  of  Commerce 

Greenfield  Franklin  County  Chamber  of  Commerce 

Holyoke  Greater  Holyoke  Chamber  of  Commerce 

Northampton  City  of  Northampton 

Palmer  Quaboag  Valley  Chamber  of  Commerce 

Pittsfield  Central  Berkshire  Chamber  of  Commerce 

Westfield  Greater  Westfield  Chamber  of  Commerce 


MA  '  01103 

(413)  253-0700 
(413)  249-3849 
(413)  594-2101 
(413)  773-5463 
(413)  534-3376 
(413)  584-1900 
(413)  283-2418 
(413)  499-4000 
(413)  568-1618 


MASSACHUSETTS  SMALL  BUSINESS  DEVELOPMENT  CENTER 

STAFF 


MSBDC  Unit 
State  Office 


Central  Mass 
Regional  Office 


Metro  Boston 
Regional  Office 


Sponsor 

Univ.  of  Massachusetts 
Amherst 


Clark  University 


Boston  College 


North  Shore  Salem  State  College 

Regional  Office 


Southeastern  Mass  Univ.  of  Massachusetts 
Regional  Office  Dartmouth 


Western  Mass  Univ.  of  Massachusetts 
Regional  Office  Amherst 


Capital  Formation  Boston  College 
Service 


Minority  Business 
Assistance  Center 


International 
Trade  Program 


Univ.  of  Massachusetts 
Boston 


Univ.  of  Massachusetts 
Amherst 


Name 

John  Ciccarelli 
Georgianna  Parkin 
Michele  Beauregard 
Alana  Atkinson 
Patricia  Olander 

Laurence  Marsh 
Michael  Holbrook 
Robert  Ferris 
Nancy  McKenna 
Karen  Morrison 

Jack  McKiernan 
Don  Rielly 
Francis  Lee 
Joseph  Andrews 
Bert  Mendelsohn 
Donna  McKenna 
Sandra  Piver 

Frederick  Young 
Joseph  Corcoran 
TBA 

Awilda  Irizarry 

Clyde  Mitchell 
James  Sullivan 
Jose  Freitas 
John  Scanlon 
Carol  Richards 
Cheryl  Bednarik 

Dianne  Doherty 
Gary  Partridge 
Daniel  Holmes 
Philip  Petitt 
Maxine  Green 

Don  Rielly 
Francis  Lee 
Joan  Prendiville 

TBA 

Michael  Markham 
TBA 

Lyne  Kendall 
Catherine  Cornwell 
Laura  Howard 

Paula  Murphy 


Title 

State  Director 
Administrator 
Administrative  Assistant 
Administrative  Assistant 
Data  Entry 

Director 

Sr.  Management  Counselor 
Sr.  Management  Counselor 
Management  Counselor 
Secretar>' 

Director 

Sr.  Management  Counselor 
Sr.  Management  Counselor 
Sr.  Management  Counselor 
Sr.  Management  Counselor 
Administrative  Coordinator 
Administrative  Assistant 

Director 

Management  Counselor 
Secretary 

Management  Counselor 
Director 

Management  Counselor 
Management  Counselor 
Management  Counselor 
Administrative  Assistant 
Clerical  Assistant 

Director 

Management  Counselor 
Management  Counselor 
Financial  Analyst 
Administrative  Assistant 

Director 

Associate  Director 
Secretary' 

Director 

Management  Counselor 
Administrative  Assistant 

Management  Counselor 
Administrative  Assistant 
Data  Resource  Manager 

Management  Counselor 


Address 

University  of  Massachusetts 
205  School  of  Management 
Amherst,  MA  01003-4935 
(413)  545-6301 

Clark  University 
950  Main  Street 
Worcester,  MA  01610 
(508)  793-7615 

Boston  College 
96  College  Road 
Rahner  House 
Chestnut  Hill,  MA  02167 
(617)  552-4091 


Salem  State  College 
197  Essex  Street 
Salem,  MA  01970 
(508)  741-6343 

200  Pocasset  Street 
P.O.  Box  2785 
Fall  River,  MA  02722 
(508)  673-9783 


101  State  Street,  Suite  424 
Springfield,  MA  01103 
(413)  737-6712 


Boston  College 

96  College  Road.  Rahner  House 
Chestnut  HiH,  MA  02167 
(617)  552-4091 

University  of  Massachusetts 
College  of  Management,  5th  Fl. 
Boston,  MA  02125-3393 
(617)  287-7750 

University  of  Massachusetts 
205  School  of  Management 
Amherst,  MA  01003-4935 
(413)  545-6301 

MA  Office  of  International  Trade 
100  Cambridge  St.,  Suite  902 
Boston,  MA  02202 
(617)  367-1830 


MASSACHUSETTS  SMALL  BUSINESS  DEVELOPMENT  CENTER 

ADVISORY  BOARD 


Mr.  Joseph  Bevilacqua,  Executive  Vice  President/CEO 
Greater  Lawrence  Chamber  of  Commerce 
264  Essex  Street 
Lawrence,  MA  01840 
(508)  686-9404 

Mr.  Theodore  Burbank,  President 
Burbani(  Group  Business  Investment 
135  Boston  Turnpike 
Shrewsbury,  MA  01545 
(508)  791-5600 

Mr.  Gerald  Wheeler,  Executive  Vice  President/CEO 
New  Bedford  Seafood  Co-Operative  Association  Inc. 
Pier  3,  Co-Op  Wharf 
New  Bedford,  MA  02740 
(508)  993-9926 

Mr.  Lawrence  Nannis,  CPA 
Levine,  Zeldman  and  Daitch,  P.C. 
Two  Sun  Life  Executive  Park 
Wellesley  Hills,  MA  02181 
(617)  237-3200 

Mr.  Lloyd  Fontaine,  SCORE  District  Chairman 

U.S.  Small  Business  Administration 

76  Newbert  Avenue 

South  Weymouth,  MA  02109 

(617)337-9391 


Mr.  Frankhn  G.  Ching,  PhD,  PE 

Chingcorp 

29  Crafts  Street 

Newton,  MA  02160 

(617)965-0955 

Mr.  David  McCulloch,  President/CEO 

Data  Flute  CNC 

20  Taconic  Park  Drive 

Pittsfield,  MA  01201 

(413)443-5679 

Mr.  Joseph  landiorio 

Law  Offices  of  Joseph  S.  landiorio 

260  Bear  Hill  Road 

Waltham,MA  02154 

(617)890-5678 

Ms.  Alice  Stelzer,  President 
Women  Unlimited 
603  Sumner  Avenue 
Springfield,  MA  01108 
(413)733-1231 

Ms.  Kija  Kim,  President 

Mr.  James  Aylward,  Executive  Vice  President 

Harvard  Design  and  Mapping 

80  Prospect  Street 

Cambridge,  MA  02139 

(617)354-0100 


Mr.  Melvin  Benson,  Chief  Loan  Officer 

Boston  Bank  of  Commerce 

133  Federal  Street 

Boston,  MA  02109 

(617)457-4421 


® 
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